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Consumer researches have shifted their focus from rational and deliberative aspects to irrational and 
automatic ones. The irrational and automatic behavior of consumers may be derived from their relying 
on emotional information. Emotions influence consumer behaviors in two ways: incidental (i.e., emotions 
from unrelated source) and integral manner (i.e., emotions from products themselves). As for incidental 
emotions, many studies have investigated how general emotions (positive-negative) shift consumer 
behavior. The appraisal tendency framework suggested that specific emotions (e.g., disgust) have unique 
appraisals (e.g., contamination) leading to corresponding behavior beyond general emotions 
(positive-negative). However, it remains largely unknown how specific emotions influence consumer 
behavior. As for integral emotions, most studies have investigated how emotions influence consumer 
behavior in a deliberative way. The dual system theory suggests that emotional factors automatically 
capture consumer behavior. However, it remains largely uninvestigated how emotions influence 
consumer behavior in an automatic way. Relying on the appraisal tendency framework and dual system 
theory, this thesis investigated (1) how the incidental specific emotions influence consumer behavior 
using psychological experiment (study 1), and how integral emotions automatically influence consumer 
attention (study 2) and preference (study 3) using neurophysiological techniques. Healthy university 
students participated the experiments. In study 1, I investigated whether incidental specific emotion 
(disgust) selectively decrease the corresponding product (food) preferences, compared to the other specific 
emotion (sadness). Twenty-four participants repeatedly judged foods or household products after seeing 
an emotional image (conveying disgust, sadness, or neutrality). The results showed that incidental 
negative emotions (disgust and sadness) led to negative evaluations of both types of products; however, 
compared to sadness, incidental disgust demonstrated a stronger negative effect on preference for foods 
than household products. In study 2, I investigated whether affective and irrational information from 




consumer’s visual attention, using eye-tracking. Thirty-seven participants engaged in the 
target-distractor paradigm where four images were presented (top/bottom for houses as the target, 
left/right for foods as the distractor). Participants indicated whether the presented targets (houses) were 
the same or not. Visual attention toward foods would be automatic because the participants did not have 
to attend to them. The results showed that tastiness, but not healthfulness, captured automatic visual 
attention. In study 3, I investigated whether affective and irrational information from products (hedonic 
goods), but not rational information from products (utilitarian goods), automatically capture consumer’s 
preference, and how that was amplified by individual differences in emotional responsiveness (reward 
sensitivity). Twenty-seven participants performed two consumer decision-making tasks across hedonic 
and utilitarian goods in which they made purchasing decisions (i.e., explicit value) or perceptual 
decisions (i.e., implicit value) in MRI. The findings show that consumers with a high reward sensitivity 
had higher hedonic (vs. utilitarian) value signals in the ventral medial cortex during implicit (vs. explicit) 
judgment, though I did not observe higher hedonic (vs. utilitarian) value signals in any brain regions 
during implicit (vs. explicit) judgment. Taken together, the results of a series of experiments reported in 
this thesis demonstrate that how integral and incidental emotions influences on irrational and 
automatic consumer behaviors.   
 
 
 
	  
